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OHA T 
INTRODUCTION 
The University of Nebraska, as a tax supported 
institution, must serve the entire state of Nebraska. 
The programs of the University of Nebraska 
Cooperative Extension Service are aimed primarily at a 
rural audience, 
Yet, United States Census figures for the state 
show that as each year passes, the number of farm families 
becomes smaller. Figures for 1959 show that farm operators 
totaled 90,223, as against 107,183 in 1950 and 121,062 in 
1940.1 
The urban audience, on the other hand, is growing 
larger. A comparison of census figures of people employed 
in agricultural and non-agricultural jobs shows this trend. 
A 
Non Ag 
TABLE I 
PERSONS MULCTED IN AGRICULTURAL 
NON-AGRICULTURAL JOBS ,a 
151,368 
360,047 
111,301 
414,637 
n e States ensus 
pp. 29-156, Table 56. 
D. S. Census of Agriculture, 1959, Nebraska Counties, 
Vol. 1. U. S. Government Printing Office, Washington, D. C., 
1960. Pt. 20, p. 6. 
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Thi3 decrease in rural population and corresponding 
increase in urban. population, plus the fact that the 
University is a tax supported institution and has a 
responsibility to the entire state, brings into focus a 
problem of ever Increasing importance to the University 
and the Cooperative 7xtension Service--its relationship 
with lacn-frm people. 
One of these relationships 1- In the field of 
publications-a vital part of the Extension program. 
There is e need to better understand and better serve the 
growing urban audience, its problem areas and publication 
needs. 
The Role of the University 
The Land-Grant system of education, of which the 
University of Nebraska is a part, came into existence with 
the signing of the Morrill Act by President Lincoln in 
1862. 
The Land-Grant college movement, inaugurated and 
given definite form with the enactment of the Morrill 
Act, is now accepted as the major compelling farce which 
extended the purpose of higher education to include such 
"practical" pursuits as agriculture and "the mechanic arts" 
and which also extended participation in higher education 
to increased thousands of people. 
Justin Z. Morrill senator from Vermont who 
introduced the first bill for a federal grant of land to 
3 
each state, said as one of his reasons for backing the 
Land-Grant educational institutions: 
. . . that most of the existing collegiate 
institutions were based upon the classic plan of 
teaching those only destined to pursue the so-called 
learned professions, leaving farmers and mechanics 
and all those who must win their bread by labor to 
the haphazard of being self-taught or not scienti- 
fically taught at all, and restricting the number 
of those who might be supposed to be qualified to 
fill places of high consideration in private or 
public employments to the limited number of the 
graduates of literary institutions. The thoroughly 
educated, 'being most sure to educate their sons, 
appeared to be perpetuating a monopoly of education 
inconsistent with the wel -are and complete prosperity 
of American itstitutions.a 
These leads that were embodied in the Harrill 
Act were initially parceled out to the states at the rate 
of 30,000 acres for each s - tor and representative the 
state had in Congress and were used as endowments for the 
Land-Grant Universities. 
Nebraska was a ready subscriber to the 'Ladd-Grant 
program. The state needed all of the free Federal land it 
could get to help finance the establishment of the University. 
In fact, the 1869 Legislature subscribed to the terms of 
the Morrill Act two days before it chartered the University 
on February 15. 
The statement of the University's purpose in the 
-barter act stands by itself ae the geheral direction the 
'5. P. Crawford, These i ftj Years. University 
of T4'ebraska College .o:= Agricuature aa eriment Station 
OirPular 26,, 1925, p. 5. 
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Legislature gave to describe the kind of an institution 
the University of Nebraska should be. 
Section 1. Be it enacted by the Legislature of 
the State of Nebraska, That there shall be established 
in this State an institution under the name and style 
of, "The University of Nebraska." 
Section 2. The object of such institution shall 
be to afford to the inhabitants of this State, the 
means of acquiring a thorough knowledge of the various 
branches of literature, science and the arts. 
Section 3. The general government of the Uni- 
versity shall be vested in a Board of Regents, which 
shall consist of the Governor, the Superintendent 
of 2ublic Instruction, the Chancellor of the Uni- 
versity, all of wh9n shall be members by virtue of 
their offices. . 
Besides partipating in the Land-Grant program and 
stating that Nebraska would meet the terms of the Morrill 
Act, the charter declared that the University would serve 
the "inhabitents" of the state, a choice of words giving 
a much broader field of operation than "youth" or even 
"youth and citizens." And, instead of specifics, it used 
the broad-brush strokes implied by hese words, knowledge 
of the various branches of literature, science and arts."4 
Thus, then, was set the stage for an ever broadening 
concept of education in the state of Nebraska which is now 
implied in the statement; "The boundaries of the University 
are the boundaries of the state." 
37aiversity Report, Oefa' alai Ahead: ;4-11 Q1D' 
Time for 3eview. Published by the Univerait7 of ebrask 
1777777777. 5. 
4 
Ibid. 
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The Role of Extension 
What is now called Cooperative Extension Work 
was established officially by Congress when it passed the 
Smith-Lever Act in 1914. This Act set up a cooperative 
program with the Land-Grant Colleges in each state in 
which the state legislature would accept the offer and 
provide some state funds. 
The Nebraska Legislature accepted the provisions 
and delegated the administration of the state and federal 
funds to the University. The purpose behind the smith- 
Lever Act was to aid in diffusing among the people of the 
united States useful and practical information on subjects 
relating to agriculture and home economics, and to encourage 
the application of the same. Agricultural leaders wanted 
more benefits of the research work extended to the farmers 
and homemakers who were not on the campus. 
Specific wording of the Act is of interest, 
particularly the part stating the purpose "to aid in 
diffusing among the people of the United States uoeful and 
practical information an subjects relating to agriculture 
and home economics and to encourage the application of the 
same."5 
a 
'Joint Committee Report, The Cooperative 
ce . . Toda Joint Committee Report on 
orams, o cies and Goals, U. S. Department 
Agriculture, Cooperative Exteneion, Washington, D. C., 
August, 1958, 
tension 
sign 
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The following extracts of the Smith-Lever Act 
are important in defining the scope and responsibility of 
Cooperative Extension to the people of Nebraska. 6 
First, that the purpose of the Act is to "aid in 
diffusing among the people of the United States. . ." 
The Act does not say farm people or rural people. It can 
include work with town and city people as well as those 
in the country. 
Second, "Useful and practical information on 
subjects relating to agriculture and home economics. . ." 
This means that Extension is to translate scientific 
research and theoretical ideas into terms that apply to 
farming and homemaking rather than with those that may be 
of interest to farmers and homemaker citizens but which 
look to places other than the College of Agriculture for 
authentic sources of information. 
Third, the definition, "Cooperative Extension work 
shall consist of the giving of instruction and practical 
demonstrations in agriculture and home economics to persons 
not attending or resident in said colleges in the several 
communities, and imparting to such persons information on 
said subjects through practical demonstrations, publications, 
and otherwise. . ." This emphasizes again the use of 
practical demonstrations and is the reason Extension 
workers do not teach college classes in subject matter 
departments. 
University of Nebraska Extension Service, 
Induction Training Guide. University of Nebraska 
College of Agriculture, 1956. 
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We have seen that both the University of Nebraska 
and the Ccoperative Extension Service are not limited by 
law or act to serving any specific audience, but rather 
have the mandate to serve all of the people in the state. 
The traditional orientation of Land-Grant 
institutions and the Extension Service bee been to the 
rural population. Significant changes in our population 
patterns are taking place. At the time the Land-Grant 
Act was signed., "there were fewer than 32 million Americans 
then, one-sixth of the population a century later. About 
7 million farmworkers produced the food for themselves and 
the others, a ratio roughly of 1-5; a century later it was 
about 1-26,"7 Total population has been increasing rapidly 
and is expected to increase approximately another 15 per- 
cent by 1975. 
Farm population, however, is declining. In 
Nebraska, for example, census figures for 1920 show a 
total population of 1,296,372. Of those people, 
582,738 (44.9 percent) were on the farm. In 1960 the 
picture had changed. Of a total population of 1,411,330, 
just 308,759 (21.9 percent) were on the farm.8 
7 The Yearbook of Agriculture, 1962, After a 
Hundred Years. The U. S. Government Printing Office, the 
U. S. Department of Agriculture, Washington, D. C., 1962, 
n. 2. 
J. S. Census of Population, 1960, General Po ula- 
tion Characteristics, Nebraska. Final Report PC -29C. 
U. S. Government Printing Office, Washington, D. O., 1961. 
Table 37, p. 144. 
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This trend is expected to continue at a moderate 
rate, while the rural non-farm population will continue 
to increase. 
Associated with these population trends are 
changing community patterns. More farm residents are 
finding employment in urban centers, with many of them 
farming on a part-time basis or not at all. Approximately 
one-third of farmers' total income now comes from non- 
farm sources. 9 Many induStrial workers are migrating to 
rural reas to establish their homes and rear their 
families, although continuing their urban employment. 
More homemakers, both farm and non-farm, are employed 
outside the home. 
These significant population trends create both 
a greater total demand and a constantly broadening demand 
for Extension help. 
The Land-Grant universities concept and operations 
are inseparable from the society they serve. Thus, the 
social, economic, and political forces remaking tierica 
are, simultaneoulsy, pressures on the Land-Grant system. 
Moreover, "the whole course of higher adult educa- 
tion, in all its aspects, will be influenced by the events 
which take place on Land-Grant college campuses in the next 
few years."10 
9The Yearbook of Agriculture, 1962, op. cit. 
1°C. 0. Houle, Ma or Trends in Hber Adult duce- 
ion. Center for the tu y 0 era uca on 
sago 15, Illinois, p. 20. 
9 
The future of the Land-Grant institutions with 
respect to resident teaching and departmental research 
is comparatively easy to estimate. At least its scope is 
clear. State colleges are becoming state universities, 
with a concomitant expansion of the A & M college's 
once traditional vocational curriculum. 
Cooperative Extension, on the other hand, Is 
in a transition from its prior almost exclusive concern 
with agriculture, home economics and rural welfare. The 
number of farm families has been steadily cut by urbaniza- 
tion and rising agricultural production. And with this 
transition of rural America, Cooperative Extension has 
been forced to go beyond the narrow interests of its 
constituency and examine some of the complex and diverse 
forces remaking 4.erica. 
That Extension recognizes this transition is 
evident from Extensionts statement of scope and responsi- 
bility today. This report takes into consideration the 
trends in population, educational levels, family living and 
use of natural resources--points out the significance of 
each to Extension--then outlines the general direction that 
Extension must go in the years to come. 
Por example, the report, in dealing with community 
improvement and resource development says that Extension 
has a responsibility to render eppropeate educational 
11Joint Committee Report, The Cooperative ExtensIon 
Service . . op. cit. 
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assistance in helping people to understand such matters 
as joint concern and the responsibilities of rural and 
urban people for community problems which occur where 
city and country meet. 
In addition, the report continues, Extension has a 
responsibility to provide educational and leadership 
assistance to people on a county-wide or area basis in 
developinn organized programs of benefit to both farm and 
non-farm residents. 
Extension can and should cooperate with local 
people, other public agencies, and lay organizations 
in efforts to improve agriculture, promote non-farm 
employment opportunities, strengthen community 
services and institutions and in other ways encourage 
the optimum development and utilization of all local 
resources. Extension is now engaged in organized 
cooperative activities that encourage such joint action 
between rural and urban residents and between farmers, 
industrialists, and other businessmen, and public 
officials. Such efforts are resulting in the im- 
proved welfare of both farm and urban residents, 
and should be expanded as widely and as rapidly as 
is feasible. 12 
Over the years Extension has been called upon to 
Provide educational assistance to a much broader audience 
than the rural audience. No one can legitimately question 
that Extension's first responsibility is to farm families. 
However, others cannot be ignored. 
If the principle that Extensions' responsibilities 
are to farm families first, but not to them alone, is 
acoepted, then Extension can move ahead into the future. 
12 A 
CHAPTER II 
THE PROBLEM 
Introduction 
Publication! are a vital part of the ovevell 
educational effort of the University of Nebraska 
Cooperative Fitension Service. 
.As with the overall Extension program, the 
publications program ha been aimed primarily at a rural 
audience. Two years ago, in an attempt to define the 
rural publication audience, a statewide survey was 
17 
conducted to determine awareness and need. 
This study showed that the rural people of the 
state were solidly behind Extensionts publicatton program 
and pinpointed certain areas in which new publicaetons 
were needed. 
A recent Arizona study sought information which 
would be helpful in guiding Extension programs and. ?olloten 
for the future. 14 
17 
-J. P. Holman, D. B. Lutz, and Lloyd E. Peterson, 
How Nebraskans tpel About Universit 
HOETTUIlcations. Tepartment of inf373gInn Report Wo. 1, 
University of Nebraska, 1959. 
14.1. 
rstttpte for Extension Personnel Development, 
dchigan Review o E'teneion Research. Michigan State 
JnErs.td, Nast a,. :01,1Ye August, 1961. 
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A study of the concerns and issues as seen by 
29a! Yuma County, Arizona, citizens, as well as their 
attitudes on whether or not the Extension Service should 
be working on these problems was conducted. 
More than 90 percent of the concerns mentioned by 
citizens were in the general area of community needs or 
public affairs applying to both urban. and rural people. 
Nine in ten of those having definite °Pinions 
approved having County Agents working on such concerns. 
Implications of this study are that people are desirous 
of Extension help in meeting problema and reeds which 
normally have been beyond. Extension's scope of offering. 
In keeping then, with the above study and as a 
companion to the first Nebraska study on publications 
awareness and needs of the rural audience, thi studr is 
proposed--to define the non-farm audience and to determine 
the non-farm audience's awareness of, and needs for, 
College of Agriculture publications. 
Purpose of the Study 
To define the non-farm audience and to determine 
the non-farm audience's awareness of, and needs for, 
College of Agriculture pleblications" is the stated purpose 
of tnts study. 
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Objectives of the Study 
With the basic purpose of the study in mind, 
data are needed to fulfill the following objectives: 
(1) To define the non-farm audience. 
(2) To determine the extent to which Nebraska 
non-farm connected men and women are aware of College of 
Agriculture publications. 
(3) To determine the extent to which the non- 
farm connected audience feels a need for College of 
Agriculture publications. 
Hypotheses 
After examining the basic purpose of this study 
and the objectives, the major hypotheses are: 
(1) Less than 50 percent of the non-farm 
audience knows that the College of Agriculture prepares 
and distributes free publications. 
(2) More than 50 percent of the non-farm audience 
has a need for College of Agriculture publications in 
certain areas of subject matter. 
ORA T 
REVIEW OF LITERAT 
Introduction 
"Audience research--the study of how many of what 
kinds of people attend to a riven communications message 
or medium--is, historically, the earliest division of 
mass media research, and still is the most prolific."15 
We view the audience study as a basic ard vital 
type of research if we are to understand the dynamics of 
an audience-in this instance a publications audience. 
This chapter will explore some of the methodology of 
publication audience studies which have been done and 
state a few of the findings which seem relevant to this 
non-farm audience study. 
University of Nebraska Study 
In the summer of 1960 Holm n Lutz and Peterson 16 
surveyed the rural audience in Nebraska to (1) determine 
15Elihu Katz and Paul F. Lazarsfeld, Personal 
Influence. A report of the Bureau of Applied Social Research, 
Columbia University. Glencoe, Illinois: The Free Press, 
1955, P. 17. 
16J. 2. riolmant D. B. Lutz and I. E. Peterson, 
bra&caue F el About Uiverstt of b aska Farm nd 
on. ct. 
15 
the extent to which Nebraska farmers and homemakers 
were aware of College of Agriculture publications, 
(2) determine how publications were obtained, (3) determine 
if farmers and homemakers of Nebraska felt that the 
publications were of value, (4) determine what subject 
matter areas need wore publications emphasis, (5) determine 
if farmers and homemakers would be willing to pay for 
College of Agriculture publications. 
This survey, conducted by mail in randomly 
selected areas of Nebraska, showed that a jority of 
both male and female respondents were aware that the 
College of Agriculture distributed general farming publica- 
tions. 
The three top sources for obtaining publications, 
as indicated by male respondents, were (1) county agent 
and home egent, (2) newspaper, radio and TV, (3) direct 
from the College. Homemakers also listed the county 
agent and home agent as the top source for publications, 
but ranked club meetings second, with newspapers, radio 
and TV third. 
An overwhelming majority of the respondents 
indicated they wanted the College of Agriculture to 
continue to prepare publications for them. 
Respondents also listed subject matter areas in 
which they were particularly interested and areas in 
which they wanted more written information. 
16 
The majority of respondents indicated they would 
be willing to pay for the publications they received. 
The findings of this study were significant in 
defining the farm audience and indicating areas in which 
publications could help in the dissemination of farm 
information. 
The study also concluded that further research 
was needed in defining the non-farm audience and the extent 
to which the Extension Service and the College of Agri- 
culture should be concerned. 
University of Kentucky Study 
Donahue 17 questioned 50 homemakers in Lexington, 
Kentucky to determine Extension subjects of interest to 
them, the degree of their interest, how home economics 
information could be made available to them most readily, 
and what should be the components of an urban program. 
Donahue used open end questions to learn home- 
makers' likes and dislikes about homemaking, and the 
topics on which they wanted more information or help. 
She asked their Preferred sources of information and 
time and manner of meetings or other Extension functions. 
The sampling was not representative, consisting 
largely of young, middle-class, begitling family homemakers 
E. Donahue, orkin. Witn Urban 
Service. Unpublishe 
Kentucky, 1957, p. 44. 
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with better than average education, but their suggestions 
help identify needs of urban homemakers. 
The author concludes that urban homemakers would 
be most receptive to information about buying, sewing, 
meal planning, entertaining, home decorating, landscaping, 
and time management. They would prefer to attend meetings 
at night and would like their mass media contacts to be 
via the newspaper, although an afternoon television program 
would appeal to some of them. 
Cornell University Study 
In this research Thompson18 , a county agent in one 
of the more urban counties in New York, desired to know how 
he could continue to serve his farmer clients and still meet 
the growing demands for service by urban residents and non- 
farmer rural residents. 
In. an effort to learn what county executive 
committeemen, agents, and state leaders consider to be 
agent responsibilities to clients in these expanding 
categories, he conducted a survey in 17 of the most urban 
counties in New York state during the spring of 1960. 
Persons asked to answer the mail questionnaire were the 
county executive committeemen, the agricultural agents, 
and the state leaders for these counties. 
18 
D. A. Thompson, 1122.12f Executive Committeemen, 
A w ts and State Leaders Toward Aa Extension Work in 17 
,r an Coun es o e.e,-w York, ..orne nvers Y 9 
P3 
The answers supplied information to help him 
assess their ideas on (1) the overall functions of 
agricultural extension, (2) how much agricultural 
Extension should work with farmers, public agencies, 
agricultural associations and non-farmers, (3) how much 
agricultural Extension should work with non-farm audiences, 
(4) how much people in these non-farm audiences should be 
included in membership and organizational phases of 
agricultural Extension, and (5) county-by-county differ- 
ences in thinking among the respondent groups. 
Comparisons were made among the three categories 
of respondents collectively and then by counties. 
Respondents rated four major agent functions on a 
4-point importance scale. Following are average scores 
assigned by committeemen, agents, and state leaders, 
respectively, for each function: 
(1) Provide information on specific agricultural 
practices, 3.7, 3.6, 3.7. 
(2) Teach the underlying principles of agri- 
cultural practices, 3.1, 3.6, 3.6. 
(3) Counsel and help people analyze their total 
businesses, 3.0, 3.6, 3.4. 
(/) Provide information and leadership for 
community service and activities, 2.5, 2.7, 2.7. 
The author found increasing numbers of disagree- 
ments as the resident categories became more urban, i.e., 
19 
respondents could not agree on the role of Fxten on 
pertaining to non-farm audiences. 
University of Vermont Study 
in this study the authors 19 wanted information to 
answer two questions: (1) Are we providing, the right 
publications? (2) How well read and used are the publica- 
tions Ne orovide? 
To find the recognized needs of the public for 
information, each Vermont county staff member kept a 
record of the questions asked through correspondence, 
office calls, telephone calls, meetings and farm and home 
visits. This was done one day a week during the year 
July 19, 1960 to July 15, 1961. Each question was typed 
on a 3" by 5" card and classified. 
Two methods were used to determine readership and 
use of publications. One was a personal interview with a 
random sample of respondents in four Vermont counties. 
The second was a mail survey of persons who had requested 
publications or who were given publications in answer to a 
request for information. 
The authors drew these leeelications from their data: 
(1) The public needs to know publications exist; 
Taany people are unaware of them. Newspapers, radio, and 
le_ 
Phifer, B. Judkins and 7. Frutchey, 
Vermont Pubfleetionq Stud a Re ort on Selected xtenston 
.71176717777ins. c eri J2 ,ervIce 
,,gas..1_,-gton, D. C. 1961. 
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magazines are good channels for announcing new publications. 
(2) If people ask for a publication, they are 
more likely to read it than if it is sent to them 
unrequested. 
(3) Editors and authors must find out what 
information readers need--needs they are aware of and 
needs they are unaware of, A classified list of questions 
people ask will indicate the needs they are aware of. 
(4) The public is interested in gaining a better 
understanding of problems, as well as in learning new 
skills. 
(5) Readership can be forecast by knowing the 
interests of people. 
(6) People with at least a high school education 
are more likely to be aware of extension publications and 
are more likely to have received th However, education 
makes little difference as to whether or not people read 
them or use the information. 
(7) Most people are willing to pay a nominal fee 
for publications they want, 
(8) A mail survey is a practical method of making 
objective estimates of readerShip and use of Extension 
publications. 
23. 
Oklahoma State University Study 
Scarbrough2° sampled by mall a random selection 
of people receiving the Oklahoma Extension News. He 
obtained data on (1) readers who farmed aad who did not 
farm, (2) the number of other farm publications received 
by the readers, in relation to the reading of Extension 
(3) size of farm operation, in relation to reading 
the News, (4) percentage of readers of the ,Tews In relation 
to sex, maturity and 4-H membership, and readership 
of the News by farm and non-farm persons, in relation to 
age 
Survey results showed that 66.7 Percent of all 
respondents were members of farm families and that there 
was a high readership of Extension News by both farm and 
non-farm respondents. 
Results also showed that adults were the main 
readers of Extension tiews. The non-farm group had a 
slight increase in percentage of regular readership as 
age Increased. 
on, 
J. Scarbrough, A Readers 
News Oklahoma State 
PP. 
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Oklahoma State University Study 
Sharpe's21 study on the readership-use of 
Oklahoma Extension circulars was initiated to determine 
whether Oklahoma Extension circulars were fulfilling the 
needs of audiences by: determining the actual use and 
application of Extension publications and by defining and 
analyzing the audience using, the material. 
Sharpe recognized that one of the nrotlems facing 
Extension publication editors and specialists was to meet 
the needs of a changing audience. 
Nine circulars were used in the study. Publica- 
tions were selected on the basis of demand over a six- 
month period, in order to provide an ample audience for 
the mail survey. The nine publications were grouped into 
three general classifications: (l) Those pertaining to the 
home and homemaking designed to appeal to women, (2) those 
pertaining to better family living appealing to both men 
and women, and (3) those directed toward the farmer or 
persons interested in farm operations. 
A questionnaire was prepared for each circular 
used in the survey. These were sent to people who had 
either requested one or more of the nine selected publica- 
tions or had been sent a copy of the publication in answer 
to a general request. 
2l- 
L. Sharpe, A Readersine 
Oklahoma e sion C rculars, OkliIIbma State University, 
ertes '- St llwater, Oklahoma, 1962, 25 pp. 
collected from 648 returned questionnaires 
( 5 percent) showed that: 
(1) Urban residents make up a big part of today 
audience. 
(2) Circulars are reaching a wide vary. ety of 
int erest groups. 
(3) Those who request pub a ons read them and 
most readers use the information. 
(4) The publications are meeting most of the 
readers' needs. 
The public needs to be o d that the 
publications exist. 
The author concluded that most of today's readers 
are urban residents and that nearly all readers have 
completed high school and many have college degrees. 
This emphasizes the increasing importance of the urban 
reader as a part of the Extension circular audience and 
indicates an increasing demand to fulfill the needs of 
this audience in the Extension publication program. 
University of Rhode Island Study 
Gavitt22 asks the question: f, Oho Asks for Rhode 
More than 100,000 
publications are distributed annually in many ways by the 
Bland Extension Service Publications? 
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A. a. Davit 
S w rvi c e b 
o Asks for Rhode Island 
Mimeo, Jni.versity of 
Rhode Island Cooperative Extension Service. Among the 
methods used are farm and home visits, direct mail, county 
and statewide meetings, field days, fairs, and requests 
resulting from publication in newspapers and announcements 
on radio and television. 
The author found that about five percent of the 
publications were distributed in answer to requests as a 
result of items in the mass media. His survey analyzed the 
kinds of information residents in Rhode Island and else- 
Where are requesting by mail and emphasizes the role that 
mass media--particularly radio, television and news- 
papers--play once publications are made available to the 
public. 
Every mail request received by the Agricultural 
Information office was recorded during a -period of six 
months. 
Results showed that about three-fifths of the 
requests were on agricultural, subjects and two-fifths 
on homemaking topics. 
More men than women wrote requesting publications. 
The higher proportion of the requests came from residents 
living in urban and suburban areas. 
The mail survey had the limitation of not including 
the thousands of requests received for USDA popular 
publications, Federal Farmers' Pulletins, and those filled 
by state and county Extension workers. 
The survey does indicate that the mass media plays 
a vital role in helping the Rhode Island Extension Service 
carry out its educational program of providing helpful, 
non-influenced information. 
Problems and needs of various segments of the 
population are indicated. And some determination of 
publication needs can be made from analyzing requests. 
Boston University Study 
A team of communication researchers from Boston 
University 2 surveyed 400 men and women, most of whom were 
home owners in suburban Middlesex County, in the Greater 
Boston area. Purpose of the study was to relate certain 
characteristics of the suburban population to interest in, 
knowledge of, and attitudes toward agricultural agencies. 
They found that nearly 9 persons in 10 in the sample 
had never heard of the State Extension Service, and 8 in 10 
were not familiar with the county Extension office. When 
interviewers asked about familiarity with specific agents, 
only four percent indicated they were familiar with the 
agricultural agent, two percent with the home agent, and 
three percent with the 4-H agent. 
2-75T% E. arcus, The Role of Agricultural Extension 
in the Suburban zillauaLIE, Report 776777-11-5171717arons 
Research Center, University of Yassachusetts, August, 
1962, D. 149. 
About three-fourths of the respondents could be 
classified as in no way familiar with either county or 
State Extension Service offices or could. not correctly 
locate these offices. 
omen were more likely to be familiar with 
7xtension than men, and the most commonly listed contact 
was for information on horticultural and home economics 
topics. 
Investigators made these recommendations: 
(1) Level of knowledge of Extension and other 
information sources should be raised, so people know whom 
to contact for what information. 
(2) Cooperative Extension. should be better 
identified with needs of the suburban population. 
(3) Information should be disseminated according 
to knowledge of channels of information flow and sources 
which people most often utilize. 
(4) Media activities of ,Extension should be re- 
examine,. 
Michigan State Vniversit;,,, study 
Hazlitt, sought information which would be 
helpful in guiding Extension programs and poles for the 
future. 
24 
J. R. Hazlitt, A Study Iidicetin the Future Direc- 
tion of the Coonerative Extension -ervice in rder to v.ee 
the Pro lems and ;eeds of ne Fez e. 7,7177777M77----- 
flsi ersAys x ens on Researchl-Vcir 2, 1961. 
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He states that Extension work grows out of a 
situation. It has come to be a system of service and 
education designed to meet the needs of people. Recogniz- 
ing that the speed of change has become an established 
pattern in our present society, Hazlitt says that it 
is increasingly important that the Cooperative Extension 
Service continually evaluate Its program offerings to meet 
the changing needs of the people. 
The purpose of the study was to seek information 
which woulel be helpful in guiding Thrtension programs and 
policies for the future. A study of the concerns and 
issues as seen by 294 Yuma County, Arizona citizens as 
well as their attitudes on whether or not the Extension 
Service should be working on these problems was conducted. 
The sample as obtained from a complete up-to-date 
list of names and addresses of families in Yuma County. 
Using random sampling methods, every nth address was 
selected. This provided for a uniform distribution of 
men and women in approximately equal numbers. 
Over 90 percent of the concerns mentioned by 
respondents were in the general area of community needs 
or publia affairs. Sixty-three percent of these concerns 
were in the categories schools, employment and industry, 
community physical upkeep, recreation and water. The 
study showed that such concerns applied to both urban and 
rural people. 
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When asked if they would approve or disapprove of 
County Agents working on such concerns, nine in ten of 
those having definite opinions approved. Of the total 
group interviewed, 63 percent approved of Extension Agents 
working on their problems and concerns, less than nine 
percent disapproved and about 22 nercent did not express 
themselves one way or another. 
Over four-fifths of the interviewees residing in 
rural areas in relation to less than 65 percent of those 
residing in urban areas approved of agents working on 
public affairs educational programs. 
Implications of this study are that the people 
are desirous of Cooperative Extension's help in meeting 
their problems and needs which normally have been beyond 
Extension's scope or offering; and that if Extension is 
to meet these needs, it must broaden the scope of its 
program offerings. 
Summary of Literature a 
It is evident from the research studies summarized 
here that Extension is becoming more and more interested 
in its future--the direction its programs must take and 
its continuing role in the lives of citizens of both 
rural and urban areas. 
As one part of a program to help answer some of 
the questions more and more attention is being focused 
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on the urban audience, its needs and awareness of programs 
sponsored by the Extension Service. 
Researchers are finding that as the population 
changes from rural to urban, different program needs 
arise. Vermont researchers found that in the field of 
publications, more ati;entioh needs to be givol to letting 
the audience know that these publications are available. 
Oklahoma research points out that urban residents 
make up a big part of today's audience and that this 
indicates an increasing demand on Extension to fulfill 
the needs of this audience in the Extension publication 
program. 
Rhode Island investigators emphasize this point 
by showing that the highest proportion of requests for 
Rhode Island publications came from residents living, in 
urban and suburban areas. 
At Boston University, researchers found that only 
one out of ten persons living in suburban areas were aware 
of the State Extension Service. One of their recommendations 
was that Cooperative Extension should he better identified 
with the needs of the suburban audience. 
Haslitt, in his Michigan. State research study, 
found that members of the urban audience, almost unanimously, 
were in favor of having the Extension Service work on 
Problems and concerns dealing with community problems. 
This is the first real indication that the urban audience 
will accept and welcome help from Extension. 
3o 
On the other hand, Cornell University research 
found that within the Extension family--county executive 
committeemen, agents and State leaders-there was an 
increasing degree of disagreement on programs as they left 
the rural problems and focused on more urban problems. 
This indicates that one of the major stumbling 
blocks to developing a well-rounded Extension policy that 
contributes both to rural and urban audiences, is In 
Extension itself. No one seems to have a really good 
idea of what 'Extension's purpose and goals should be in 
our changing world. However, Extension is aware of this 
problem and is studying alternative courses of action. 
The study being reported herein is an effort 
to clarify some of the questions of program and policy 
by defining the non-farm audience and answering some of 
the questions as to non-farm audience awareness of and 
needs for College of Agriculture publications. 
CHAPTER IV 
DESIGN OF THE STUDY 
The conception of any scientific research. study 
results from a theory or an idea, sometimes new and 
untested, sometimes an established theory requiring 
further validation. 
From this basic theory, the researcher makes 
certain assumptions, which in the course of applying the 
scientific method may be proven valid or invalid. 
At the conception of this study, the author had 
some theories or speculations about the role of publications 
with a non-farm audience. These theories were: 
(1) College of Agriculture publications, in 
certain subject matter areas, are just as valuable to the 
non arm audience as to the farm audience. 
(2) The level of awareness of College of Agri- 
ture publications is low in the non-farm audience. 
This study was initiated to test the validity of 
these theories and to determine the relationship of the 
non-farm audience characteristics to awareness and need 
for College of Agriculture publications. 
The research design of this study utilizes a non- 
farm audience survey, with mail questionnaires as the 
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data-gathering device. Data gathered will lend itself to 
descriptive and analytical examination. 
It was necessary to define non-farm audience in 
terms of population so that a statistically valid sampling 
procedure could be outlined. 
This was done by defining the non-farm audience 
as consisting of those people residing in towns of 5,000 
population up to 100,000 population. 
This excluded two metropolitan centers in 
Nebraska, Omaha and Lincoln. It was felt that these two 
towns would not be representative if included in the sample 
and should be sampled separately. 
Latest (1960) Census figures were used to find the 
towns in Nebraska within the population limits defined 
above. Twenty-two towns in Nebraska fit into the 5,000 
to 100,000 category. Distribution of towns and popula- 
tion figures are shown in Figure 1. 
It was felt that the population range and 
geographical stratification of the 22 towns was sufficient 
to lend validity to the survey. 
Once the decision was made to sample in each of the 
22 towns, it became evident that the distances involved 
and the manpower available precluded personal interviews. 
It was therefore decided to conduct the survey by mail. 
Before surveying a large population good methodology 
includes pre-testing the questionnaire and methodology 
used. This study deals with the pre-test in two citie 
Beatrice and Fremont, Nebraska. 
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Location and Population of Towns (1960 census) 
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Pretesting is a way of determining the intended 
audience's reception and interpretation of a message. 
Based on the pretest, the researcher can adjust the 
questionnaire content and treatment to take into account 
the audiences' level of understanding. 
Preparation of the Questionnaire 
The key to a successful mail questionnaire Is in 
its construotion. It must be designed and worded so that 
the intended audiences' perception and interpretation of 
content and message.are the same as the author's. The 
questionnaire was designed so that all answers could be 
given by merely checking a blank. 
As this survey was to he the basis for more 
specialized research in the future, the questionnaire was 
designed so that data could be stored on IBM cards for 
processing and tabulation. 
The questionnaire itself was divided into two 
main parts The front page, containing genaral informa- 
tion, to be filled out jointly by husband and wife; and 
the body of the questionnaire with Questions to be answered 
separately by husband and wife. For a copy of the survey 
form, see Appendix A. 
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Sampling Procedure 
The two towns sampled for the pre-test were picked 
with no regard to location. Size was taken into considera- 
tion since both towns were to be sampled later in the main 
survey. Por this reason cities of more than 10,000 
population were chosen so that the probability of bias 
would be reduced. 
Four hundred questionnaires were mailed to persons 
selected at random in both towns. The number of questionnaires 
to be sent to each town was decided on a population proportion 
basis. 
Names of persons to whom the questionnaire was 
sent were determined by use of the Polk City Directories 
2 for each town and Table of Random Numbers. 5 
Mailing procedure was as follows: 
(1) A letter was sent to each person in the sample 
three days prior to mailing of the questionnaire. This 
letter indicated that the person had been selected to 
narticipate in the survey and asked his cooperation. For 
copy of letter see Appendix B. 
(2) The questionnaire was mailed so as to reach 
homes of respondents on the weekend. This was done so 
that both husband and wife would be home to work on the 
questionnaire together. 
25 . 1). Steele and J. H. Torre, Principles and 
Procedures of Statistics, McGraw -Hill, New York, 1960, 
A. 
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(3) Two weeks following the first mailing another 
copy of the questionnaire plus a letter asking them to 
send in the completed form, was mailed to those who had 
not returned the first one. 
(4) Two weeks following the second mailing 
personal interviews were made in each town with approximately 
four percent of the non-respondents. The purpose of this 
was to check to see if non-respondents differed from 
respondents in their answers to the questionnaire and to 
see if the sampling procedure was valid. 
(5) Questionnaires were tabulated on IBM and 
data collected and analyzed. 
CHAPTER V 
PRESENTATION AND DISCUSSION OP DATA 
To reach a decision about the hypotheses of this 
study, to accept or reject them, an objective evaluation 
of the data is needed. Two main steps in analysis will 
be used: 
(1) Frequency distributions of the data. 
Examining relationships among variables with 
contingency X2. Data will be presented in three sections, 
to: 
(1) Define the non-farm audience. 
(2) Determine the extent to which non-farm 
connected men and women are aware of College of Agriculture 
publications. 
(3) Determine the extent to which the non-farm 
connected audience feels a need for College of Agriculture 
Publications. 
A discussion of the data will e included at the 
end of each section. 
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Frequency Distributions of the Data 
In this section the actual distributions of 
data will be presented. To give a more graphic view of 
the results, charts and tables, as well as text, will be 
utilized. 
It is important to remember that the results 
cannot be projected further than the sub-population 
sampled. The sample was too small to allow projection 
across the entire population. Results can only be applied 
to the towns actually sampled, Beatrice and Fremont, 
Nebraska. 
Defining the Non-Pam Audience 
In publications work one of the problem areas is 
knowledge of the audience for whom the publication is 
intended. Therefore, the defining of an audience is important. 
In this study the non farm audience was defined 
through use of questions on marits1 status, size of family, 
membership in organizations, home ownership, age, education, 
and family income. 
Relattonshins between these audience defining 
characteristics and awareness of and needs for college of 
Agriculture publications will be Presented later in this 
chapter. 
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Marital Status 
Seventy-five percent of the 100 respondents were 
married, 14 percent single, and 11 percent widowed. 
Size of Familz 
Ninety-one percent of the 100 respondents had 
children ranging in age from 1 to 18 years. The age 
groupinga were very similar, with 21 (23.0 percent) of 
the respondents having children from 1 to 4 years of age; 
22 (24.2 percent) of the respondents having children from 
to 8 years of age; 22 (24.2 percent) of the respondents 
having children from 9 to 12 years of age; and 26 (28.6 
percent) of the respondents having children from 13 to 18 
years of age. 
Census figures for 19 6026 show that for both 
Beatrice and Fremont 85.5 percent of the families have 
children ranging in age from 1 to 18 years. This figure 
is near enough to the 91 percent found in the survey that 
the difference is likely due to chance. 
Age groupings also are similar to census figures 
with he census showing 29-.7 percent of families having 
26 
U. S. Bureau of Census. Census of 
1960 Final Report PC (I)-29 C General 
Characteristics. Nebraska. U. . Government 
Washingion, D. C. 1961. Table 72. 
27 Bureau of Census. U. S. Census of 
1960. General 2o ulation Oaractertstics 
Final Repor C . I. . over en 
Washington, D. C. 1961. Table 20. 
Population: 
and E onomic 
Printing Office, 
Population: 
Mebraska. 
rig Mee, 
40 
children from 1 to 4 years of age; 23.1 percent of families 
having children from 5 to 8 years of age; 20.7 percent of 
the families having children from 9 to 12 years of age; and 
26.5 percent of the families having children from 13 to 18 
years of age. 
Member hi. in O. ant.atious 
Respondents listed membership in 59 different 
civic and professional organizations, with the Parent- 
Teachers' Association leading the way with 31 percent of 
the respondents listing membership in that organization. 
Since 91 percent of the respondent families have 
school age children this may explain the high membership 
in the PTA. 
Statue of Home Ownership 
Out of 100 respondents, 32 percent own their own 
home debt free, 21 percent rent their home, and 47 percent 
are making payments on the home in which they live. See 
Figure 2. 
A comparison of these percentages was made with 
the 1960 census figures. 28 The census has only two 
major breakdowns--owner, and renter. Census figures show 
that for both Beatrioe and Fremont 65.1 percent of the 
people either own their home outright or are making 
`'`)U. S. Bureau of the Census. U. 5. Census of 
Housing: 1960. Volume I, State and Small Area Nebraska. 
Final Report HO (1)-29. U. S. Government Prin ing Officep 
Washington, D. 0., 1961. Table 1. 
O 
A 
Figure of home ownership, 100 reap 
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payments on he home in which they live. This compares to 
79 percent of the survey respondents in similar situations. 
The author has no answer as to the reason for the 
difference in the respondent's answers and the census 
figures. 
Age of Respondents 
Of 78 male respondents, (10.2 percent) were 25 
years of age or under; 17 (21.8 percent) were 25-34 years 
of age; 22 (28.2 percent) were 35-44 years of age; 16 
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(20.6 percent) were 45-54 years of age; 9 (11.5 percent) 
were 55-64 years of age; and 6 (7.7 percent) were 65 years 
of age or older. See Figure 3. 
Figure 3-Distribution of age, 78 male, 
95 female respondents. 
For. 95 feraale respondents, 11 (11.. percent) were 
25 years old or under, 1 (18.9 percent) were 34 years 
of age; 31 (32.6 percent) were 35-44 years of age; 17 (18.9 
percent) were 45-54 years of age; 10 (10.5 percent) were 
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55-64 years of age; and 8 (8.5 percent) were 65 years of 
age or older. See Figure 3. 
In educational achievement women generally ranked 
highest in years of education. For men, 16 (20 percent) 
of the 80 who responded had an eighth grade education or 
less. For women, five of the 95 (5.3 percent) had an 
eighth grade education or less. 
line of the men (11.2 2ercent' hrld finished one 
to three years of high school, while 13 women (13.7 per- 
cent) had completed the same amount of formal education. 
High school graduates totaled 37 (46.2 percent) 
for men and 52 (54.7 percent) for wollen. 
Ten men (12.5 percent) had one to three years of 
college, while 20 women (21.0 percent) had completed the 
same. 
College graduates totaled 8 men (10 percent) and 
5 women (5.3 percent) This was the only educational 
category in which men outranked women. See Figure 4, 
Income Of Respondents 
There were 94 responses to the question on total 
gross family income for the last year. These ere broken 
down into the following categories: 
Five families (5.3 percent) reported gross income 
of :71,200 or lees; nine families (9.6 percent) income of 
i,11201 to p2,499; 18 families (19.1 percent) income of 
dyo 
Jo 
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/J- 
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u 
Figure 4- l',1cluoatt 'nal achi even ett s, 
80 ritale, 95 fz:-vale respondents. 
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1- 
999; 14 famIlies (1A.9 ',percent) Income of 
P 00C- 5,999; 22 families (23.4 perlent) income of $6,000- 
$7,499; 15 families (15.5 percent) income of 1.7:500-$9,999; 
nine families (9.6 percent) income of 1j,000-$24,999; and 
tw families S (2.1 percent) Lacoale of 25,000 or greater. 
see Figure 5. 
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t ibution of income, 94 respondents, 
From the distribution counts it is possible to 
project a picture ulthe characteristics of the aulience 
sampled. Based on the factors examined the majority of 
respondents 
(1) 
(2) 
in Peatrice and Fremont Nebraska, are: 
Married 
Parents of from one to three children between 
the ages of 1 and 18. 
(3) Members of various civic groups, with particular 
intcret tn 
(4) 
(5) 
the Parent Teacher s Association. 
Payin7 for their home or resting their home. 
Between the ages of 25 and 54. 
11.6 
(6) Graduates of nigh school. 
(7) Receiving an income ranging from $2,500 to 
00990. 
Awareness of College of Agriculture Publications 
'Availabilitvi of publial-ioas 
To check the awareness of the non-farm audience to 
College of Agriculture publications respondents were 
asked to check the "availability" of publications in 
certaiq subject matter areas. aespondeats could check if 
they were sure these Publications were available, if they 
were uncertain that the pithiicatioru were .available or if 
they were certain that the Publications were not available. 
For the total list of subjects 30 percent of the 
rale respondents were certain that publications were avail- 
able, 63.6 percent were inlcertair ao tG the availability; 
and 6.4 percent were certain that no publications were 
available. 
In only two subject matter areas were more men 
aware of the availability of publications then were uncertain 
or certain no publications existed. These areas both deelt 
with lawn care. See Table 2. 
A slightly higher percentage of women respondents 
indicated an awareness of availability of College of 
Agriculture publications in certain subject matter area. 
Of women respondents, 37.5 percent were certeth that 
publications were available; 60.1 percent were uncertain; 
TABLE 2 
NUMBER OF RESPONDENTS AND PERCENT AWARENESS AMONG 
KAL B RESPONDENTS, FOR COLLEGE OF AGRICULTURE 
PUBLICATIONS, 1285 RESPONSES 
Availability of Publications 
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NO, 
Yes Pct. 
O. 
Uncertain ;:Jct. 
0. 
Pct. 
Rome Repair 23 35.4 38 58.4 14 6.2 
Auto Repair 14 22.6 41 66.1 7 11.3 
House Pets 14 21.8 45 70.4 7.8 
Koodworking "1, ee e ek. , 40 63.5 B.0 
Photography 13 20.9 43 69.4 6 9.7 
Nebr. Tax f:7ituatier4 22 34.4 37 59.4 (.2 
Your Investments 14 22.9 42 68.9 8,1 
How to Make a 'el11 14 22.2 42 66.6 11,2 
Retirement Planning 
watering, rer- 
tilizing Lawns 
12 
36 
19.3 
51.4 
45 
33 
72.6 
47.2 
8.1 
1.4 
Home Safety 22 38.5 37 56.c, 21.6 
Proteot Your Family 
77rom Poisoning 17 26.1 44 67.7 4 6.2 
Dwelling Hasards 11 17.7 47 75.8 4 6.5 
First Aid Guide 23 36.5 37 58.7 3 4.8 
Termite Control 24 35.3 42 61.8 2 2.9 
Control Household 
Insects 23 35.4 40 61.5 2 3.1 
Lawn Diseases 3. 31 45.7 1 1.4 
Suburban Vegetable 
Gardens 2e, 41.8 36 53.7 4.5 
Doe Care 11 17.5 48 76.2 4 6.3 
How to 3u11d e 
Barbeque Oven 9 14.5 47 75.8 6 9.7 
and 2.4 percent were certain that no publications were 
available. 
In four subject matter areas more women were aware 
of the evailability of eublicatione ther were encertain 
or certain that no publications exited. These areas were 
sewing, baking bread, selection of meat, and growing 
flowers. See Table 3. 
TABLE 3 
NUMBER OF RESPONDENTS AND PERCENT AWARENESS AMONG 
FEMALE RESPONDENTS, FOR COLLEGE OF AGRICULTURE 
LITTILICATI03, 1330 RESPO&3ES 
Subject Area 
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Avallability of Nblica 
Pct. 
o. 
Jncertain act. No Pct, 
Sewing 41 55.4 31 41.9 2 2.7 
Making Childrenis 
Clothes 27 40.9 38 57.6 1 1.5 
Fabrics-Buying, 
Sewing, Laundering 34 47.2 37 51.4 1 1.4 
Outdoor Cooking 28 39.4 41 57.7 2 2.9 
Baking Bread 40 54.0 33 44.6 1 1.4 
l'reat--Selection, 
Care, Cooking 47 62.7 28 37.3 0 0.0 
Cake Decorating 18 26.5 49 72.0 1 1.5 
Candy aking 24 35.8 42 62.7 1 1.5 
Refinishing Furniture 29 38.7 44 58.7 2 2.6 
Ironing the Easy Way 18 25.7 49 70.0 3 4.3 
Making Draperies 26 37.7 42 60.9 1 1.4 
Home Laundry 28 40.6 39 56.5 2 2.9 
Adolescence 8 12.7 53 84.1 2 3.2 
Christmas \graps and 
Trims 21 30.9 45 66.2 2 2.9 
Growing Flowers 36 52.2 33 47.8 0 0.0 
Handicraft at Home 25 35.2 43 60.6 3 4.2 
Flower Arrangement 20 29.9 46 68.6 1 1.5 
Care of the Hair 15 21.7 50 72.5 4 5.8 
You and Your Doctor 14 19.2 56 76.7 3 4.1 
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Recetpt of College okAgriculture Publications 
:Respondents were asked whether they had received 
any College of Agriculture publications in the last year. 
Of 76 male responses, 7 (9.2 percent) said they 
had received publications; 60 (78.9 percent) said they 
hadn't; and 9 (11.9 percent) were uncertain whether they 
had received publications. 
Of 92 female respondents, 16 (17.4 percent) said 
they had received publications; 66 (71.7 percent) said they 
had not; and 10 (10.9 percent) were uncertain whether they 
had received publications. See Figure 6. 
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Figure o--xeceipt of College of Agriculture Publications 
within past year, 76 male respondents, 92 female respondents. 
Sources Fro ondeuts Ob d I s formatto 
Respondents were asked to indicate the sources 
from which they obtained the information they had been 
looking for. Top three sources for male respondents were 
newspapers (21.5 percent), nursery (14.9 percent), and 
neighbors (12.3 percent). The College of Agriculture as 
a source, ranked at the bottom of the list (2.5 percent). 
See Figure 7. 
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Figure 7--Sources from which male respondents 
obtained information, 154 responses. 
Top three sources for women respondents were 
women's magazines (24.3 percent); newspapers (19.9 per- 
cent); and television (12.6 percent). The College of 
Agriculture ranked second from the bottom of the list 
(7.8 percent) with the local library (4.3 percent) the 
only source ranked lower. See Figure 8. 
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Figure 8--Sources from which female respondents 
obtained information, 206 responses. 
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n of -ness o Cod. e e of A r cultur bile ons 
Data indicate that less than 50 percent of the non- 
farm audience is aware of the availability of College of 
Agriculture publications. 
Of male respondents 70 percent indicated that they 
either were uncertain as to the availability of publications 
or were certain that no publications were availble. 
The two subject matter areas in which men were more 
aware of the availability of publications both dealt with 
the care of lawns. Since the questionnaire was answered 
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in the spring th time of year may have biased their 
answers. 
In the case of female respondents the data indicate 
that less than 50 percent of the non arm audience is 
aware of the availability of College of Agriculture 
publications. 
However, responses indicated that women had more 
of an exposure to College of Agriculture publications 
than did men. Thirty-seven and a half percent of the 
women, as compared to 30 Percent of the men, were aware 
of the availability of publications. This might be 
attributed to the fact that rural and non-farm women have 
similar problems and that there are more Home Extension 
Club programs for non-farm women. 
Combining data for both men and women indicates 
that 66.2 percent of the respondents were not aware, or 
were uncertain, that publications in various subject 
matter areas were available. 
As a companion to the awareness of publications 
question, respondents were asked about receipt of College 
of Agriculture publications. Of male respondents, 73.9 
percent said they had not received publications; and 71.7 
percent of the women indicated the same. 
Other data to support the hypothesis were indicated 
in answers to questions regarding sources from which 
respondents obtained the information they needed in various 
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subject matter areas. 
Top three sources for male respondents were news- 
papers (21.5 percent), nursery (14.9 percent), and 
neighbors (12.3 percent). The College of Agriculture 
ranked at the bottom of the list (2. percent). 
Top three sources for female respondents were 
women's magazines (24.3 percent), newspapers (19.9 per- 
cent), and television (12.6 percent). The College of 
Agriculture was next to the lowest (7.8 percent), with the 
local library, (4.3 percent) last. 
Non-Farm Audience Needs for College of Agriculture 
Publications 
To attempt to define the non-farm audience's 
need for College of Agriculture publications, a series of 
questions were asked. 
Sub ecte About Wh ndent Sou ht Information 
Men and women respondents were asked to indicate 
subjects for which they had tried to find information 
during the past year. The same list of subject matter 
areas was used in this questionnaire as was used in 
determining awareness. 
Male respondents to this question indicated that 
24.6 percent of them had looked for information about the 
various subject matter areas listed. 
Female respondents indicated that 26 percent of 
them had looked for information about the various subject 
matter areas listed. 
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Yale respondents indicated as their three top 
subjects of interest, home repair, lawn care and lawn 
diseases, respectively. See Table 4. 
Female respondents indicated as their three top 
subjects of interest, sewing, outdoor cooking and meat 
selection, respectively. See Table 5. 
VaIuattori of Sources of In ormation 
To determine respondent's valuation of sources for 
credibility, this question was asked: "Which of these 
sources would you believe in case different answers to 
your questions were given by different sources? 
Male response to this question showed that the 
Oollege of Agriculture (31.4 percent), nursery (18.2 per- 
cent) and library (17.4 percent) were the three sources 
of information rated highest in credibility. See Figure 9. 
Uomen respondents, asked the same question, 
indicated that the College of Agriculture (31.5 percent), 
women's magazines (13.5 percent), and the library (17.9 per- 
cent) were the top three sources in ranking of credibility. 
See Figure 10. 
It is interesting to note that while both men and 
women ranked neighbors within the top four as far as 
sources of information are concerned, they almo ranked them 
at the bottom of the scale as far as credibility goes. 
TABLE 4 
SUBJECT MATTER FOR WHICH MALE RESPONDENTS HAVE 
SOUGHT INFORMATIO' WITHIN THE PAST YEAR, 887 RESPONSES 
Subject Area 
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Home Repair 25 51.1 24 48.9 
Auto Repair 12 29.3 29 70.7 
House Pets 6 15.0 34 85.0 
Woodworking 1 32.7 31 67.3 
Photograrthy 19.5 33 80.5 
Nebr. Tax Situation 16 32.6 33 67.4 
Your Invectments 11 26.2 31 73.8 
How to Make a Will 8 19.5 33 80.5 
Retirement Planning 13 27.6 34 72.4 
Watering, Fertilizing 
Lawm.s 24 43.0 26 52.0 
Home Safety 4 10.0 36 90.0 
Protect Your Pemily 
From Poisoning 3 7.7 36 92.3 
Dwelling Hazards 6 15.4 33 84.6 
First Aid Guide 3 7.9 35 92.1 
Termite Control 6 14.6 35 85.4 
Control HousehOld 
insect 15 34.9 23 ,0 65.1 
Lawn Diseases 22 44.9 27 55.1 
Suburban Vegeteble 
Gardens 9 21.4 33 78.6 
Dog Care 6 15.0 34 85.0 
How to Build a 
Tlarbeque Oven 5 12.2 36 87.8 
Other 21.1 15 78.9 
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TABLE 5 
SUBJECT MATTER FOR WHICH FEMALE RESPONDENTS HAVE SOUGHT 
INFORMATION WITHIN THE PAST YEAR, 1015 RESPONSES 
Subject Area Ha In ormation Been 
es C. 0 at. 
Sewing 24 42.1 33 57.9 
Making Children's 
Clothes 13 24.5 43 75.5 
Fabrics-Buying, 
Sewing, Laundering 17 33.3 34 66.7 
Outdoor Cooking 21 37.5 35 62.5 
Baking Bread 15 27.8 39 72.2 
Meat-Selection, Care, 
Cooking 19 36.5 33 63.5 
Cake DecorstIng 8 16.3 41 83.7 
Candy Making 12 24.5 37 75.5 
Refinirhing Furniture 13 22.8 44 77.2 
Ironing the Easy Way 6 12.0 44 88.0 
T,11rAng Draperies 9 17.8 42 82.2 
Home Laundry 13 25.0 39 75.0 
Adolescence 4 8.7 42 91.3 
Christmas Wraps and 
Trims 15 28.6 37 71.2 
Growing Flowers 17 32.1 36 67.9 
Handicraft et Home 16 2F3.1 41 71.9 
Flower Arrangement 10 21.0 39 79.0 
Care of the Hair 14 25.() 10 74.1 
You and Your Doctor 13 23.2 43 76.8 
Other 5 J 29. 12 70.5 
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Figure 9-- Sources male respondents indicated 
they would believe first in case of conflicting answers 
to the same question, 121 responses. 
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Figure 10--Sources female respondents indicated 
they you'd believe first in case of conflicting answers 
to the same question, 162 responses. 
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ould the 1 e ub 
Audience? 
Respondents were asked if they would like the 
College of Agriculture to prepare publications for them. 
Of 67 male responses to this question, 37 (55.3 percent) 
said yss; 26 (38.8 percent) said they were uncertain, and 
4 (5.9 percent) said no. 
Of 83 women respondents to this question 47 
(56.6 percent) said yes; 27 (32.5 percent) said they were 
uncertain, and 9 (10.9 percent) said no. See Figure 11. 
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Figure 11--Respondents attitude toward College 
preparation of bulletins, 67 male responses 
83 female responses. 
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payment for Publications. 
To determine whether respondents were willing to 
pay for College of Agriculture publications they were 
asked if they would pay 25 cents or less for the publica- 
tions. 
Of 64 male responses 31 (48.8 percent) said yes; 
22 (34,3 percent) were uncertain; and 11 (17.3 percent.) 
said no, Of 80 women respondents 48 (60 percent) said 
yes; 21 (26.3 percent) said they were uncertain; and 11 
(13.7 percent) said no. See Figure 12. 
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Figure 12--Respondents attitude toward payment for 
College of Agriculture publications' 
64 male responses, 80 female responses. 
Areas in which Rondents Want Written Material 
To determine subject matter areas in which 
respondents were interested and in which they would like 
written information made available they were asked to 
indicate by a check mark subject matter areas in which 
they were interested. 
There were 39 subjects listed, all of which were 
checked by one or more respondents. A complete breakdown 
by number of respondents is shown in Figures 13 and 14. 
Main areas in which male respondents wished 
information were lawn care, home repair and lawn diseases, 
respectively. Women ranked information on sewing, growing 
flowers and Christmas wraps and trims first, second and 
third, respectively. 
cussion Audience ed -.^ Publication 
Based ()nth* subject matter areas used in the 
questionnaire, male respondents indicated that during the 
past year 24.8 percent of them had needed and looked for 
information. The percentages ranged on individual subjects 
from a low of 7.7 percent for the subject 'Protect Your 
Family from Poisoning" to 51.1 percent for the subject 
P 
"Home Fepair. 
Women respondents indicated that 26 percent of 
them had needed and looked for information in the various 
areas listed In the questionnaire. Their replies ranged 
from 3.7 percent for inforelation on "Adol seence" to 42.1 
percent for information on "Sewing. 
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Men ranked neighbors third as ource of 
info:relation and women rated them fourth. Yet, when asked 
a question as to the credibility of the sources, neighbors 
dropped to last for the men and next to last for women. 
Both men and women respondents ranked the College 
of Agriculture at the top as far es "credibility" wes 
concerned, closely followed by the nursery (men), 
women's magazines (women). The library was ranked third 
by both men and women respondents. 
Defining "need" for publications differs with eaeh 
individual and each subject. However, when asked if they 
would like the College of Agriculture to prepare pnblica- 
tions for their use, the majority of men and woAen 
respondents (55.4 percent) said yes. 
The majority of women. respondents (60,0 percent) 
also said that they would be willing to pay as much as 
25 cents for the information they needed. Men were not 
quite so willing to pay, indicating that by a 48.4 
percent response for payment. However, combined response 
showed 55.4 percent of respondents willing to pay for 
publication. 'Since 34.3 percent of the men and 26.3 
percent of the women indicated that they were uncertain 
to whether they would be willing to pay for the 
publication, there appears to be considerable support for 
payeent for publications. 
A desire on the part of the respondents for written 
material published by the College of Agriculture is 
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necessary before such a program can be tuitiated. Once 
this desire has been established it is necessary to find 
out what subject matter areas are of most importance to the 
audience. 
Respondents were asked to check, out of 39 
categories, subjects for which they would like additional 
printed information. Each of the categories were checked 
at least once, but the main areas of interest indicated 
were, for men, lawn care, home repair and lawn disease, 
respectively; and for women, sewing, growing flowers and 
Christmas wraps and trims, in that order. 
It appears, then, that the data establishes a need 
on the part of the non-farm audience for College of 
Agriculture publications, and indicates the subject matter 
areas of most importance to this audience. 
Thus, the second hypothesis of this study appea 
to be confirmed. 
Relationships mong Variables 
Contingency X' used to examine the relation- 
ships between pairs of factors in two-way tables. Chi- 
square is computed as: 
X (0-B)2 with (r- c-1) degrees of freedom 
when r = no. of rows 
c = no. of columns 
0 = observed number in a column 
= expected number 
(F = row total x column total 
grand-lota1 
summation is over all cells of the table. 
As X 
2 gets larger this is evidence for dependence 
between the factors. The null hypothesis is independence. 
P = probability of the deviation from independence 
actually found having occurred by chance. 
Relationships between variables will be examined in 
three stages: 
(1) Respondents versus personal survey of non- 
respondents to establish differences and similarities. 
(2) Audience defining characteristics. 
(3) Awareness and need for College of Agriculture 
publications as related to audience defining characteristics. 
Respondents Versus Non-Respondents 
To investigate similarities and differences in 
respondents to the mail questionnaire, a personal non- 
respondent survey was conducted. 
Answers gathered in this manner were compared to 
answers to the mail questionnaire. The purpose of this was 
to determine whether those people who responded to the mail 
questionnaire were typical of the entire population sampled. 
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Table 6 shows that answers of respondents and 
non-respondents to questions of age, education and income 
were very similar, with a high probability that the 
deviations found occurred by chance. 
TABLE 6 
CONTINGENCY r REIJATIONSHIPS BETWEEN VARIOUS 
AUDIENCE DEFINING CHARACTERISTICS, RESPONDENTS 
AND NON-RESPONDENTS 
Husband's Age 2.23 5 .76 
Wife's Age 2.33 .73 
Husband's Education 3.67 4 .46 
Wife's Education 7.09 4 .14 
Family Income 4.54 7 .72 
However, when respondent and non-respondent 
answers to questions on awareness of availability of 
publications were compared, some differences became 
apparent. See Table 7. 
Non-respondent males were more definite in their 
It If yes and no answers to the question of publication 
availability, while the respondent males tended to be 
"uncertain." Female respondents and non-respondents 
did not show quite as large a difference. 
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TABLE 7 
2 CONTINGENCY X RELATIONSHIPS BETWEEN AWARENESS OF 
AVAILABILITY OP PUBLICATIONS, RESPONDENTS, ',TON-RESPONDENTS 
Awareness (male) 
Awareness (female) 
37.20 
5.72 
<.005 
.060 
.1.1111011.11.0111. 
Nhy the difference, factors of age, educa- 
tion, and income are similar for both respondents and 
non-respondents? 
A possible answer to that might be found in the 
conduct of a personal interview versus the mail question- 
naire. Perhaps people interviewed were prone to say 
"no" when there might have been a shadow of a doubt. 
As far as respondents and non-respondents are 
concerned it appears from the data that there are no 
significant differences in their characteiietics, a 
conclusion which will help establish the validity of the 
study. 
Audience Pefinig Charecterieties 
Data presented in this section were gathered to 
determine the relationship between various audience 
defining cheracteristics, such as age and income, age and 
education, and education and income. 
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This data will be useful in defining the audience. 
Once awareness and need are determined the more information 
available defining the audience, the better able authors 
and editors will be to write and "package" information 
for them. 
TABLE 8 
CONTING_,_ CY X2 RELATIONSHIPS BEWEEN AGE AND INCOME, 
AGE AND EDUCATION, AND EDUCATION AND INCOME 
Husband's Age, Family Income 49.82 
* 
35 .05 
Wife's Age, Family Income 75.02 
** 35 <.005 
Husband's Age, Husband's Educatton. 43.97** 20 4:.005 
Wife's Age, Wife's Education 20.58 20 >.25 
Husband's Education, Family 
** 
Income 56.98 28 <;.005 
Wife's Education, Family Income 34.31 28 .20 
* = significant at the p <605 level 
** = significant at the p <.01 level 
Data in Table 8 show that there is a strong 
relationship between factors examined. The null hypothesis 
for the test was independence. 
This test shows, for example, that there is a 
highly significant relationship between husband's age and 
education, husband's education and family income, and wife's 
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e and family income. There is also a significant 
relationship between husband's age and family income. 
This information is valuable in defining the 
audience since it appears that education plays a direct 
role in family income. The more education, the higher the 
income. Age and income are also related, with the higher 
incomes beginning at about age 35. 
The wife's education and family income were not 
highly related, possibly because the wife is not as 
directly concerned with bread-winning responsibilities as 
is the husband. The wife's age and wife's education were 
not highly related. 
Awareness and Need Versus Audience 
These tests were designed to determine whether 
there was a relationship between audience characteristics 
and awareness of availability of publications, and subjects 
for which respondents had sought information. 
In all but one category, (wife's age and informa- 
tion sought) relationships were highly significant. It 
appears that there is a definite relationship between 
age, income, education and awareness of publications and 
Information sought. 
Data show, for example that younger, better 
educated men are more aware of the existence of publications. 
As income goes up, so does awareness. 
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TABLE 9 
CONTINGENCY X RELATIONSHIPS BETWEEN AUDIENCE DEFINING 
CHARACTERISTICS AND AWARENESS OF AVAILABILITY OF PUBLICATIONS 
AND SUBJECTS FOR gHICH RESPONDENTS HAD SOUGHT INFORMATION 
Factors D.P. 
Husband's Age v Awareness 
Husband's Income v Awareness 
Rubband's Education v Awareness 
Husband's Age v Information 
Sought 
158.80** 
229.54** 
99.94** 
17.12 
Husband's Income v Information 
Sought 97.7 
Husband's Education v Information 
Sought 67.08** 
Wife's Age v Awareness 103.56** 
Nife's Income v Awareness 59.22 
Wife's Education v Awareness 83.89** 
Wife's Age v Information Sought 5.95 
Wife's Income v Information Sought 137.64 
Wife's Education v Information 
Sought 48.37** 
10 4.005 
14 <'.005 
8 .005 
5 4(.005 
7 <.005 
4 <.005 
10 4.005 
14 <.005 
8 <.005 
5 <.50 
14 4.005 
41.005 
** = significant at the p < .01 level. 
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This same pattern bolds true for the other categories 
tested. 
Discussion 
This section, dealing with relationships between 
variables, has made possible a more critical examination. 
of the audience and its relationship with College of 
Agriculture publications. 
It appears that the respondents did not differ 
significantly from the entire population sampled. This 
indicates that statements made concerning the respondents 
would hold up when projected acroes the entire population 
of the study. 
It also appears that there is a strong relation- 
ship between age, education and income of the respeadants. 
The more education, the more income. 
Of particular interest in this study are the 
relationships between. age, income, education and awareness 
of availability of College publications. 
Data indicate that the younger, better educated 
men and women are more aware of the availability of 
publications. There is also an indication that the 
respondents with higher incomes seek more information than 
those in the lower income brackets. 
CHAPTER VI 
SUMMARY AND CONCLUSIONS 
The University of Nebraska, as a tax supported 
institution, must serve the entire state of Nebraska. 
The programs of the University of Nebraska, 
Cooperative Extension Service are aimed primarily at a 
rural audience. 
Traditionally, agricultural agencies such as 
Cooperative Extension have focused their attention on 
providing information to the rural-farm audience and the 
commercial farmer. With the increasin7 population of 
metropolitan areas, however, there have developed 
needs for information among the households of the urban 
and suburban areas. 
Many of the needs of the suburban household could 
be served by current activities of federal, state, and 
county agricultural Extension agencies. 
The decrease in rural population and corresponding 
increase in urban population, plus the fact that the 
University is a tax supported institution and has a 
responsibility to the entire state, brine lute focus a 
problem of ever increasing Importance to the 'University 
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and the Cooperative Extension Service--its relationship 
with non-farm people. 
One of the relationships is in the field of 
publications--a vital part of the Extension program. 
There is a need to better understand and better serve the 
growing urban audience, its problem areas and publication 
needs. 
Little research has been done to determine the 
characteristics and needs of the urban audience in regard 
to College of Agriculture publications. This study is 
intended to partially fill that void. 
Purpose of the Study 
"To define the non-farm audience and to determine 
the non-farm audience's awareness of, and needs for, 
College of Agriculture publications is the stated 
purnose of this study. 
Objectives of the Study 
With the basic purpose of the study in mind, data 
are needed to fulfill the following objectives: 
(1) To define the non-farm audience. 
To determine the extent to which Nebraska 
non-farm connected men and women are aware of College of 
Agriculture publications. 
(3) To determine the extent to which the non-farm 
connected audience feels a need. for College of Agrioulture 
publications. 
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Hypotheses 
After examining the basic purpose of this study 
and the objectives, the major hypotheses are: 
(1) Less than 50 percent of the non-farm audience 
knows that the College of Agriculture prepares and distributes 
free publications. 
(2) 7:,ffore than 50 percent of the non-farm audience 
has a need for College of Agriculture publications in 
certain subject matter areas. 
Design of the Study 
The research design of this study utilizes a non- 
farm audience survey, with mail questionnaires as the 
data-gathering device. 
The non-farm audience was defined as consisting of 
those people residing in towns of 5,000 population up to 
100,000 population. 
Latest (1960) census figures were used to find the 
towns in Nebraska within the population limits defined 
above. Twenty-two town._, in Nebraska fit into the 5,000 to 
100,000 category. 
Before surveying a large population good methodology 
includes pre-testing the questionnaire and methodology used. 
This study deals with the pre-test in two cities Beatrice 
and Fremont. 
Pre-testing is a way of determining the intended 
audience's reception and interpretation of a message. 
Based an the pre-test, the researcher can adjust the 
questionnaire content and treatment to take into account 
the audience's level of understanding. 
As this study was to be the basis for more 
specialized research in the future, the questionnaire was 
designed s that data could be stored on I:3K cards for 
processing and tabulation. 
The two towns sampled for the pre-test we 
picked with no regard to location. size was taken into 
consideration since both towns were to be sampled later in 
the main survey. Por this reason cities of more than 
10,000 population were chosen so that the pre-test would 
not bias the later survey. 
Four hundred questionnaires were mailed to randomly 
selected Persons in both towns. The nuetber of Questionnaires 
to be sent to each town was decided on a population pro- 
portion basis. 
Names of persons to whom the questionnaire was 
sent were determined by use of the Polk City Directories 
for each town and the Table of Random Numbers. 
Questionnaires were mailed so as to reach homes 
of respondents on the weekend. Two weeks following the 
first mailing another copy of the questionnaire was 
mailed to those who had not returned the first one. 
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Two weeks following the second mailing personal 
interviews were made in each town with approximately four 
percent of the non-respondents. The purpose of this was 
to see if non-respondents differed in their answers to the 
questionnaires and to see if the sampling procedure was 
valid. 
Analysis of Data 
Two main steps in data analysis were used: 
(1) Frequency distributions of the data. 
(2) Examining relationships among variables with 
contingency 12. 
Data were presented in three sections, to: 
(1) Define the non-farm audience. 
(2) Determine the extent to which non-farm 
connected men and women are aware of College of Agriculture 
publications. 
Determine the eaten / 'eh the non-farm 
connected audience feels a need for College of Agriculture 
publications. 
Defining the Non-Farm Audience 
Based on frequency distribution counts of the 
factors examined the majority of respondents in Beatrice 
and Fremont, Nebraska, are 
(1) Married, 
Parents of from one to three children between 
the ages of 1 and 18. 
(3) Members of various civic groups, with 
particular interest in the Parent Teacher's Association. 
(4) Paying for their home or renting their home. 
(5) Between the ages of 25 and 54. 
(6) Graduates of high school. 
(7) Receiving an income ranging from t2,500 to 
Awareness of College of Agriculture Publicatio 
To check the awareness of the non-farm audience to 
College of Agriculture publications respondents were asked 
to check the "availability" of publications in certain 
subject matter areas. Respondents could check if they 
were were available, if they were 
uncertain that the publications were available or if they 
were certain that the publications were not available. 
For the total list of subjects 30 percent of the 
male respondents were certain that publications were 
available, 63.6 percent were uncertain as to the avail- 
ability; and 6.4 percent were certain that no publications 
were available. 
A slightly higher percentage of women respondents 
indicated an awareness of availability to College of 
Agriculture publications in certain subject matter areas. 
Of women respondents, 37.5 percent were certain that 
publications were available; 60.1 percent were uncertain; 
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and 2.4 percent were certain that no publications were 
available. 
As a companion to the awareness of publications 
question, respondents were asked about receipt of College 
of Agriculture publications. Of male respondents, 78.9 
percent said that they had not received any publications 
in the last year; and 71.7 percent of the women indicated 
the same. 
These t Indicate that less than 50 percent of 
the non-farm audience is aware of the availability of 
College of Agriculture publications. Of male respondents 
70 percent indicated that they either were uncertain as 
to the availability of publications or were certain that 
no publications were available. 
In the case of female respondents, 62.5 percent 
indicated that they were either uncertain as to the 
availability of publications or were certain that no 
publications were available. 
Combined percentages for men and women respondents 
indicate that 66.2 percent of the respondents were not 
aware, or were uncertain, that publications in various 
subject matter areas were available. 
The companion question on receipt of College of 
Agriculture publications indicates that the majority of 
men and women (75.3 percent) had not received publications 
from the College of Agriculture. 
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Responses did indicate that women had more of an 
exposure to College of Agriculture publications than did 
the men. This might be attributed to the fact that rural 
and non-farm women have similar problems and that there 
are more Home Extension Club programs for non-farm women. 
Other data to support the hypothesis were indicated 
in answers to questions regarding sources from which 
respondents obtained the information they needed in 
various subject matter areas. 
Top three sources for male rospendents were news- 
papers (21.5 percent), nursery (14.9 percant), and neighbors 
(12.3) percent. The College of Agriculture, as a source, 
ranked at the bottom of the list (2.e percent). 
Top three sources for female respondents were 
women's magazines (24.3 percent); newspapers (19.9 per- 
cent); and television (12.6 percent), The College of 
Agriculture ranked second from the bottom (7.3 percent), 
with the local library (4.3 percent) the only source rated 
lower. 
Answers to these questions appear to confirm the 
hypothesis that less than 50 parcent of the non-farm 
audience is aware of College of Agriculture publications. 
Audience Needs for College of Agriculture Publications 
More than 50 percent of the non.-farel audience 
indicated a need or desire for information contained. in 
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College. of Agriculture publications (see Figures 13 and 14 
for detailed list of subject matter areas). 
To determine subject matter areas in which men 
and women were most interested in obtaining published 
information respondents were asked to check, out of 39 
categories, the subjects they were most interested in. 
All of the categories were checked at least once, 
but the main areas of interest indicated were, for men, 
lawn care, home repair and lawn diseases; and for women, 
sewing, growing flowers and Christmas wraps and trims. 
In all of these areas, the College of Agriculture 
has published material available. 
Other subject matter areas ranking high in interest 
to male respondents are woodworking, investments, wills, 
the tax situation, outdoor conking and refinishing furniture. 
Women were also interested in subject matter on 
fabrics, cake decorating, refinishing furniture, care of 
hair and "you and your doctor." 
',jell and women respondents were also asked to indicate 
subjects for which they had tried to find information 
during the past year. The same list of subject matter 
areas was used In this question as was used in determining 
whether respondents were aware of College of Agriculture 
publications (see Tables 4 and 5). 
ale respondents to this question indicated that 
24,8 percent of them had looked for informtion about the 
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various subject matter areas listed. Pemale respondents 
indicated that 26 percent of them had looked for information 
about the various subject matter areas listed. 
Male respondents relied on the newspaper as the 
chief source for information wanted, with the local nursery 
and neighbors rated second and third, respectively. 
Women, on the other hand, ranked women's magazines as 
their top source for the information, with newspapers and 
television second and third, respectively. 
Men ranked neighbors third as a source of informa- 
tion and women rated them fourth. Yet, when asked a 
Question as to the credibility of the sources, neighbors 
dropped to last for the men and next to last for the women. 
Both men and women ranked the College of Agri- 
culture at the top as far as credibility was concerned, 
closely followed by the local nursery (men), and women's 
magazines (women). The local library was ranked third by 
both men and women. 
Defining "need" for publications differs with each 
individual and each subject. However, when asked if they 
would like the College of Agriculture to prepare publica- 
tions for their use, the majority of men and women 
respondents (55.4 percent) said yes. 
The majority of women respondents (60.0 percent) 
also said that they would be willing to pay as much as 25 
cents for the information they needed. Men vere not quite 
82 
so willing to pay, indicating that by a 48.4 percent 
response for payment. However, combined response showed 
55.4 percent of the respondents willing to pay for 
publications. since 34.3 percent of the nen and 26.3 
percent of the woman indicated that they were uncertain 
as to whether they would be willing to pay for the 
publications, there appears to be considerable support for 
payment. 
It appears, then, that the data establishes a 
need on the part of the non-farm audience for College of 
Agriculture publications, and Indicates the subject 
matter areas of most importance to this audience. 
Relationships Between Variables 
This section, dealing with relationships between 
variables, has made possible a more critical, examination 
of the audience and its relationship with College of 
Agriculture publications. 
It appears that the respondents did not differ 
significantly from the entire population saupled. This 
indicates that statements made concerning the respondents 
will hold up when projected across the entire population 
of the study. 
It also appears that there is a strong elation,- 
ship between age, education and income of the respondents. 
The more education, the more income. 
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Of particular interest in this study is the 
relationships between age, income, education and awareness 
of availability of College of Agriculture publications. 
Data indicate that the younger, better educated 
men and women are moreaware of the availability of 
publications. There is also an indication that the 
respondents with higher incomes seek more information 
than those in the lower income brackets. 
Conclusions 
Results of the data analysis indicate that the 
methodology used in this study will he valid for use in 
the more extensive state-wide non-farm audience survey. 
The data, by itself, tells us much about the non- 
farm audience in Beatrice and Fremont, Nebraska, but 
cannot be used to project to the entire non-farm audience 
in Nebraska, even though the non-respondent follow-up 
survey showed no significant difference between respondents 
and non-respondents. 
There was no evidence of difficulty in reading or 
interpreting the questionnaire used and the personal 
interviews with non-respondents showed no significant 
differences. 
This pre-test survey has provided the researcher with 
much information pertaining to problems and pitfalls involved 
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in any research. This information will be invaluable 
in future research Projects. 
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1. Name Do Not Write Here 
Ident. 
2. Address No. 1-4 Street Cit). 
3. Occupation 
4. Marital Status (check one). Col. 5 Married 1 Single 2 Widowed 3 
5. What is the size of your family by age group? 
(Number of children in family for each age group) Col. 6 
1-4 
Yrs.I 
5-8 
Yrs.2 
9-12 
Yrs.3 
13-18 
Yrs.4 
6. What organizations do you and your children belong to? Check ( \/) the groups to which family members 
belong. Col. 7-19 
Name Member Name Member 
Parent-Teacher's Assn. Rotary 
Boy Scouts Chamber of Commerce 
Girl Scouts Home Extension Club 
Campfire Girls Farm Organization 
4-H Club Trade or Prof. Organization 
Kiwanis 
. Other (name) 
Lions Other (name) 
7. Status of home ownership. 
Do you own your own home debt free? 
Do you rent your home? 
Are you making payments on the home in which you live? 
8. Circle your age group. Col. 23-24 
2 3 4 
Husband . . . Under 25 25-34 35-44 45-54 
Wife Under 25 25-34 35-44 45-54 
20-26 
YES 1 
YES 
YES 
5 6 
55-64 65 + 
55-64 65 + 
NO2 
NO2 
NO 2 
9. Please check the highest grade you and your wife completed in school. col. 25-26. 
Years of Education Husband Wife 
8th grade or less 1 
One to three years high school 2 
Four years high school 3 
One to three years college 4 
Four years or more college 5 
10. Please check (V) which of the following represents your gross family income for last year. Col. 27 
Less than $1,200 
$6,000 - $7,499 
5 
$1,201 - $2,499 
2 
$7,500 - $9,999 
6 
MEN ANSWER QUESTIONS 11, 12, 13, 14 
$2,500 - $4,999 
3 
$10,000 - $24,999 
7 
$5,000 - $5,999 
4 
$25,000 + 
8 
WOMEN ANSWER QUESTIONS 15, 16, 17, 18 
11. (Men answer) Inspect this list of subjects. Indicate by a (V) the subjects for which you know College of 
Agriculture publications are available, subjects about which you are uncertain publications are available, and 
subjects for which you are certain no publications are available. 
Area Availability 
Yes 1 Uncertain 2 No 3 
Home Repair 28 
Auto Repair 29 
House Pets 30 
Woodworking 31 
Photography 32 
Nebraska Tax Situation 33 
Your Investments 34 
How to Make a Will 35 
Retirement Planning 36 
Watering and Fertilizing Lawns 37 
Home Safety 38 
Protect Your Family from Poisoning 39 
Dwelling Hazards 40 
First Aid Guide 41 
Termite Control 42 
Control Household Insects 43 
Lawn Diseases 44 
Suburban Vegetable Gardens 45 
Dog Care 46 
How to Build a Barbecue Oven 47 
12. (Men answer) On which of these subjects have you tried to find information in the past year? 
Subject Yes 1 No 2 
Home Repair 48 
Auto Repair 49 
House Pets 50 
Woodworking 51 
Photography 52 
Nebraska Tax Situation 53 
Your Investments 54 
How to Make a Will 55 
Retirement Planning 56 
Watering and Fertilizing Lawns 57 
Home Safety 58 
Protect Your Family from Poisoning 59 
Dwelling Hazards 60 
First Aid Guide 61 
Termite Control 62 
Control Household Insects 63 
Lawn Diseases 64 
Suburban Vegetable Gardens 65 
Dog Care 66 
How to Build a Barbecue Oven 67 
Other (list) 68 
13. (Men answer) From which sources did you obtain the information? 
Source (Check if used as source) 
College of Agriculture 69 
Newspapers 70 
Radio 71 
Television 72 
Nursery 73 
Hardware Store 74 
Pet Shop 75 
Neighbors 76 
Library 77 
Other (list) 78 
14. (Men answer) Evaluate sources of information. Which of these sources would you believe in case different 
answers to your questions were given by different sources. 
Sources (Check source most believed) 
College of Agriculture 5 
Newspapers 6 
Radio 7 
Television 8 
Nursery 9 
Hardware Store 10 
Pet Shop 11 
Neighbors 12 
Library 13 , 
MEN NOW GO TO QUESTION 19 
15. (Women answer) Inspect this list of subjects. Indicate by a (V) the subjects for which you know College of 
Agriculture publications are available, -subjects about which you are uncertain publications are available, 
and subjects for which you are certain no publications are available. 
Area Availability 
Yes 1 Uncertain 2 No 3 
Sewing 14 
Making Children's Clothes 15 
Fabrics-Buying, Sewing, Laundering 16 
Outdoor Cooking 17 
Baking Bread 18 
Meat-Selection, Care, Cooking 19 
Cake Decorating 20 
Candy Making 21 
Refinishing Furniture 22 
Ironing the Easy Way 23 
Making Draperies 24 
Home Laundry 25 
Adolescence 26 
Christmas Wraps and Trims 27 
Growing Flowers 28 
Handicraft at Home 29 
Flower Arrangement 30 
Care of the Hair 31 
You and Your Doctor 32 
16. (Women answer) On which of these subjects have you tried to find information in the past year? 
Area Yes 1 No 2 
Sewing 33 
Making Children's Clothes 34 
Fabrics-Buying, Sewing, Laundering 35 
Outdoor Cooking 36 
Baking Bread 37 
Meat-Selection, Care, Cooking 38 
Cake Decorating 39 
Candy Making 40 
Refinishing Furniture 41 
Ironing the Easy Way 42 
Making Draperies 43 
Home Laundry 44 
Adolescence 45 
Christmas Wraps and Trims 46 
Growing Flowers 47 
Handicraft at Home 48 
Flower Arrangement 49 
Care of the Hair 50 
You and Your Doctor 51 
Other (list) 52 
17. (Women answer) From which sources did you obtain the information? 
Source Check if used as source 
College of Agriculture 53 
Newspapers 54 
Radio 55 
Television 56 
Women's Magazines 57 
Neighbors 58 
Library 59 
Department Stores 60 
18. (Women answer) Evaluate sources of information. Which of these sources would you believe in case different 
answers to your questions were given by different sources? 
Source Check source most believed 
College of Agriculture 61 
Newspapers 62 
Radio 63 
Television 64 
Women's Magazines 65 
Neighbors 66 
Library 67 
Department Stores 68 
19. (Both men and women answer) Have you received any College of Agriculture publications in the last year? 
Yes 1 
MEN 69 
No 2 Uncertain 3 Yes 1 
WOMEN 70 
No 2 Uncertain 3 
20. (Both men and women answer) If you received college publications in the past year, did you find them useful? 
MEN 71 
Yes 1 No 2 Uncertain 3 
WOMEN 72 
Yes 1 No 2 Uncertain 3 
21. (Both men and women answer) Please check (\/) the top three (3) sources from which you received your 
publications. 
Source Men Women 
Direct from College 5 12 
Neighbors 6 13 
Newspapers 7 14 
Magazines 8 15 
Radio 9 16 
TV 10 17 
Other 11 18 
22. (Both men and women answer) Would you like the College of Agriculture to prepare publications for you? 
Men 19 
Yes Uncertain 2 No 3 
Women 20 
Yes 1 Uncertain 2 No 3 
23. The majority of College of Agriculture publications cost 25 cents or less to publish. Would you be.willing to 
pay this amount for your publications? 
Yes 1 
Men 21 
Uncertain 2 No 3 
Women 22 
Yes 1 Uncertain 2 No 3 
24. (Both men and women answer) Please check (V) subjects in which you are interested and in which you would 
like written information. 
Area Want Information 
Men Women 
Home Repair 23 
Auto Repair 24 
House Pets 25 
Woodworking 26 
Photography 27 
Nebraska Tax Situation 28 
Your Investments 29 
How to Make a Will 30 
Retirement Planning 31 
Watering, Fertilizing Lawns 32 
Home Safety 33 
Protect Family from Poisoning 34 
Dwelling Hazards 35 
First Aid Guide 36 
Termite Control 37 
Control Household Insects 38 
Lawn Diseases 39 
Suburban Vegetable Gardens 40 
Dog Care 41 
How to Build a Barbecue Oven 42 
Sewing 43 
Making Children's Clothes 44 
Fabrics-Buying, Sewing, Laundering 45 
Outdoor Cooking 46 
Baking Bread 47 
Meat-Selection, Care, Cooking 48 
Cake Decorating 49 
Candy Making 50 
Refinishing Furniture 51 
Ironing the Easy Way 52 
Making Draperies 53 
Home Laundry 54 
Adolescence 55 
Christmas Wraps and Trims 56 
Growing Flowers 57 
Handicraft at Home 58 
Flower Arrangement 59 
Care of the Hair 60 
You and Your Doctor 61 
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THE UNIVERSITY OF NEBRASKA 
COLLEGE OF AGRICULTURE 
EXPERIMENT STATION 
EXTENSION SERVICE 
LINCOLN 3, NEBRASKA 
DEPARTMENT OF INFORMATION 
February 26, 1963 
Dear 
This letter is written to enlist your cooperation in helping 
the University of Nebraska do a better job in serving the people 
of this state. 
The Agricultural Extension Service and the Agricultural Ex- 
periment Station of the College of Agriculture publish many different 
types of bulletins and circulars. These publications answer ques- 
tions and provide information on many home and garden problems. 
You are among those in your city whom we have selected to help 
us evaluate our bulletin and circular program. You will receive, 
within the next few days, a questionnaire which we hope you will 
fill out. It will take only a few minutes of your time. 
Your assistance in this survey will be greatly appreciated. The 
answers we receive from you will help us make our publications more 
useful to you and your family. 
Sincerely, 
KA.44:4 
(, 
G. S. Round 
Chairman 
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NO ARM. AUDIENCE AWARENESS OF, AND NEEDS FOR, 
UNIVERSITY OF NEPRASKA COLLEGE OF AGRICULTURE PUBLICATIONS 
An Abstract of a Pastexis Thesis 
Ty Jay P. Holman 
The purpose of this study was to determine the 
non-farm audience's awareness of, and needs for, Collee? 
of Agriculture publications. Major hypotheses were that 
(1) Less than 50 percent of the non-ferm audience knows 
that the College of Aariculture prepares and distributes 
free publications, and (2) '4ore than 50 percent of the 
non-farm audience has a need for College of Agriculture 
publications ia certain subject matter areas. 
The research design of this study utilized a 
non-farm audience survey, with Tail questionnaires as the 
data-gatheriaa device. As this study was to be the basis 
for more specialized research in the future, it was pre- 
tested in two towns, Beatrice, and rremont, ebraskai 
Pour hundred questionnaires were mailed to 
randomly selected persons in both towns. The number of 
questionnaires to be sent to each town was decided on a 
ponulation baste. :,ames were selected at random by use 
of the Polk City Directories for each town and a Table 
of Random numbers. 
2 
Personal interview was held with four percent of 
the non respondents to the mail questionnaire to see if non 
respondents differed in their answers to the questionnaires 
and to see if tee sampling nrocedure was valid. 
Two main steps in data analysis were used: 
(1) Frequency distributions of the data, and (2) Examining 
relationships among variables with contingency X2. Data 
were presented in three sections, to: (1) Define the non- 
farm audience; ( ) Determine the extent to which non re, 
connected men and women are aware of Oollege of Agriculture 
publications; and (3) Determine the extent to which the 
non-farm connected audience feels a need for College of 
Agriculture publications. 
Analysis of the data indicated that 70 percent of 
the men and 60.1 percent of the women were not aware that 
publications were available from the College of Agriculture, 
thereby substantiating the hypothesis that less than 50 
percent of the non-farm audience is aware of College of 
Aertculture publications. 
More than 50 percent of the nonefarm audience 
indicated a need or desire for information contained In 
College of A7rtculture publications. The answer to this 
hypothesis was arrived at through a number of questions 
designei to find out subject areas in which respondents 
had sought information during the past year; sources for 
this information; subject areas in which they would like 
published information; and whether they would like the 
College of Agriculture to prepare publications for their 
use. (the majority 15.4 percent) of men and women said 
yes). 
This desire on the part of the respondents for 
written material eublished by the 'eollege of Agriculture 
Is necessary before such a prograel can be Initiated. Once 
the desire has been established it is aeceseary to find 
Out wh t subject matter areas are of most import:a/40c to the 
audience. 
From 39 subject areas, respondents were asked to 
check those subjects for which they would like additio:al 
inforation. 7.ach of the categories as checked but the 
tran areas of interest were, for men, lawn care, home 
repair and lawn disease, respectively; and for women, 
sewing, growing flowers and Christmas wraps and trims 
that order. 
It appears then, from the data collected, that a 
need has been established on the part of the non farm 
audience for c3ollege of Agriculture publications, and 
indicates the subject matter areas of most Importance to 
this audience. 
contingency X' made Possible a more critical 
examination of the audience an its relationship with 
College of Agriculture publications. It appears that the 
respondents did not differ significantly from the entire 
population sampled. It also alpeers that there is e 
4 
stronr7 relationship between a7e, education and income of 
the respondents. The more education, the more icome. 
Of particular interest in this study is the relation- 
ships between age, income, education and awareness of 
availability of r3ollege of Agriculture publications. 
Data indicates that the younger better educated 
men and women are more aware of the availability of 
publications. There Is also an indication that the 
reepcndents with higher incomes seek more information 
than those in the lover income brecl:ets. 
